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Introduction 
Changes in business environments are occurring very fast. The main challenge of organization managers in present conditions is continuous changes in customers' expectations and needs. Therefore, these managers should always consider this subject that "workplaces are changed and there is a need for new models and procedures to overcome these changes" here that traditional thoughts are not capable and new paradigm of marketing will be formed.
Expressing problem
Decades ago, banks didn't show much concern about their customers, as almost much of the markets were growing. But today, they found that profitability is possible through attracting the customers and market share (Jonaidi, 2006) . In current conditions in which severe competition is formed in country's banking industry, the banks, apart from keeping their customers, should look for new ones who guarantee bank's benefits and also can attract their resources. In this way, banks should pay attention to marketing, so that they by identifying and performing the procedures can achieve their goals. On the other hand, the ethics and social responsibility are also among the important components in predictability to develop, they are considered a part of bank performance, so that projecting this responsibility can be an answer to the environmental needs and challenges, which arise of economic, scientific and technological evolutions in society (Akhavan Serf et al., 2009). Today, the industry of financial services and banking is facing with rapid and unpredictable changes. It is possible only during one month due to economic and political crisis, large banks facing with bankrupcy worldwide and credit markets beeing exposed to depression that resulted in investors toward security of funds and their shares in banks, and, if financial and economic crisis continue, the degree of not believing can't be predicted. Therefore, in regard to accelerating and unpredictable evolutions in today's world, it's not reasonable to employ the past strategies and incompatibility with current situations, which, in turn, causes the weakness of bank against other competitors. Therefore, the banks should also focus on customers like other enterprises and, by detecting long-term objects, make a positive image of themselves in customers' views (Shah Rajabian, 2009).
The goals of investigation.
 Making loyal and enhancing the bank's customer's share.  Developing and expanding the market.  Returning and enabling the relationship with customers.
1.2.
Concept of customer's satisfaction. Understanding how to form positive and negative attitudes of customers toward services and their influence on purchase behavior is a basic theoretical problem (Davis, Moutinho, 1996) . Customer satisfaction is an introduction to keep the customer and customer loyalty, which lead to achieving such economic goals as profitability, market share and return on assets (ROA). What is the customer satisfaction equation? The simplest model is as follows:
Fig. 1. The customer satisfaction equation
Different situations will be formed in the following conditions:
Fig. 2. Different states of the customer satisfaction equation
If the proposed services from bank are equal and/or accompany with customer expectations, they (customers) will be satisfied and in order to get the services, they will return again. Consequently, providing services will continue and continuance of selling will lead to loyalty customer and make him/her happy. This leads to the word-of-mouth recommendation, which is useful to the bank and the continuance of this process increases the bank's share of customers and provides survival and growth of the bank. But if the provided services are customer expectation, two situations will happen:  non-satisfaction: unsatisfied customer will not be back to the bank again.  upset customer: according to marketing investigation, this customer, apart from not returning to the bank again, will inform at least 17 persons about poor banking services and will form a negative propaganda against the bank (Mohammad Pourzandi, 2010).  Reliability: ability to perform the commitment services by perfect care and trustable.  Accountability: including encouraging to help customer and providing emergent services.  Guarantee: including the knowledge and politeness of employees and their abilities to induce the trust to the honesty of services.  Sympathy: including the specific attention which the firm provides to its special customers with it. SERVQUAL model consists of two parts:  First part: measuring the customer expectations.  Second part: measuring the customer perception.
SERVQUAL model

The limitations of SERVQUAL model.
There is many SERVQUAL model and the most important is that this model is used only to measure the satisfaction of customers with proposed services by firms and it is not favorite procedure for products satisfaction appraisal. This model doesn't take into account the details, but in form of internal and macro considered the satisfaction appraisal.
The loyalty of customer
Although there are many definitions for the term "loyalty", there are two main approaches: behavioral and attitudinal (Dick, Basu, 2000; Holbrook, Chaudhuri, 1994; Zeithaml, 2001 Behavioral approach considers the loyalty as a behavior (Kahn et al., 1986; Ehrenberg et al., 1990) and noticed that re-purchasing is a sign of the loyalty of a customer to a brand. Behavioral loyalty is defined as re-dealing, but this approach cannot distinguish between real and unreal loyalty. The noticeable comment is that merely focusing on behavior (such as re-purchasing) cannot identify the cause of these purchases. It means that only by studying the behavior of customer we cannot find out whether re-purchasing only arise of factors such as easiness or monetary incentives, or the customer really has loyalty (Basu, Dick, 1994) . Attitudinal approach says that the attitudes should be considered alongside the behavior in defining the loyalty. But Dick and Basu (1994) argued that attitude scopes toward identifying the determinant factors of customer loyalty in comparison with behavioral scopes are performed as more valuable instruments, so they have more advantages than the behavioral ones.
In today's competitive worlds, the proposed services from rival firms increasingly become alike and it is difficult to surprise the customer by presenting perfectly novel service in the long term, because the most innovative service will be copied quickly from rival side and presented to the market. Hence, investment in customer loyalty domain is effective and beneficial for service firms. Loyalty leads to enhanced profitability through increasing the income, reducing the cost of attracting new customer, reducing the customer sensibility toward price and reduction of the costs of making customer familiar with procedures of firm operation (Beerli et al., 2004) . Some of analysis indicates that the cost of attracting a customer is 5 times more that preserving the current one. Working with permanent customer will reduce such costs as the costs of advertisement for finding new customer, creating a new credit, explaining the business processes to new customer and the costs of inefficient transaction during the learning process by customer. But benefit of permanent customer is more than reducing the costs. The more a firm can keep its customers, the more it can earn of it during its lifetime. So, keeping a customer is an important resource for long-term succession of an organization (Mittal & Lassar, 1998 ).
Types of loyalty.
In the theory proposed by Dick and Basu (1994) , there are three different kinds of loyalty are: exceptional loyalty, hidden loyalty and keeping loyalty.  Exceptional loyalty refers to the permanent loyalty of customer based on keeping a feature such as relaxing of customer, special offers or the influence of others.  Hidden loyalty includes high degree of positive customer attitude to the firm, of course not enough that can affect the behavior of customer purchasing.  The third kind of loyalty is keeping loyalty in which the customer has a lot of preferences and expectations, which influence the purchasing behavior of customers and keep going to be loyal. This loyalty is created when the firm will develop a project of loyalty with long-term profit for customers.
Increasing loyalty can be, according to Oliver (1999) , divided into four phases, as it is shown in the picture. These four phases are: recognition, effectiveness, mental, performance. The first phase is occurred when the customer has obtained the positive knowledge and information about a specific bran, which is led to be preferred to others. Although in recognition loyalty, if the satisfaction is not satisfied, customers tend to change the brand. The next phase is effective one. In this phase, customers will welcome the favorite brand more than before and reach to satisfaction and happiness from their purchase, which has much importance. Effective customers are not so encouraged to deny re-purchasing as customers with cognitive loyalty do. Of course they have no perfect loyalty to the brand. The next step in developing loyalty is a mental phase. This step is resulted of positive mentality and experience of customer when he is going to re-purchase the brand. In this step, the customer directly purchases the brand according to re-purchasing pattern and so has more commitment. Finally, encouraged and commited customers after reaching the mental loyalty are going to re- 
Background of conducted researches inside
and outside the country  Tabatabaei Nasab in his paper titled "Designing and explaining customers' loyalty model in banking industry (case study: Iran banks)" concluded that customer expectations with effective variables of emotional and cognitive processes influence the effectiveness of bank efforts in taking customers' satisfaction attention via improving and promoting their services quality. In loyalty model related to private banks with low performance, customer expectations have inverse relationship with customer satisfaction, but in, exclusive model, private banks have direct relationship with high performance. Also, for developing customer trust, the familiarity variable has positive and direct effect on service (Tabatabaei Nasab, 2009).  Ranjbaran in the paper titled "The effect of relational marketing foundations on customers' loyalty: comparing governmental and private bank" concluded that in governmental bank, trust, conflict management, commitment and communications, respectively, have effect on customers' loyalty. In regard to governmental bank performance in field of these four variables, it is notable that the best performance of bank was in the field of trust making, but it was moderate in the field of conflict management and communications and commitment and also it was considred moderate in the field of creating loyalty of governmental bank's performance. In private bank, also, the rank of priority of effective variables on customers' loyalty included conflict management, then, trust and commitment with an equal effect, but communications variable did not have significant effect on customers' loyalty in private bank. Private bank performance, also, in the field of trust and conflict management was proper, but in the field of commitment to two prior variables was weaker and in the field of loyalty the performance of private bank was fairly proper (Ranjbaran and et Convenience, and 8. Validity. Whatever the banks use these factors in providing their e-services the loyalty of customers will increase more than using the bank services. Of the other important results in this research, the positive effect of e-loyalty on positive verbal advertisement and paying money is high.  Carlos. F., Miguel, J., Raquel. J. in their paper titled "The role of perceived usage capability, customer satisfaction and trust in loyalty to Website" concluded that if the users during the continuous usage of the system understand its usage capability and are satisfied, their trust is increased and, as a result of this process, more loyalty than to the website is created on them.
Reviewing hypotheses
First hypothesis: there is a significant difference between average hypotheses indexes.
H0: there is no a significant difference between average hypotheses indexes.
H1: there is a significant difference between average hypotheses indexes. The obtained results of analyzing data by Friedman test indicated that as the significance of test, that is, 0.001 is less than -test (0.05), H0 is rejected and the claim of study is accepted, it means that there is a significant difference between hypotheses indexes. Mean rate for each of these indexes is indicated based on priority in Table 2 .
Second Hypothesis: there is a significant difference between credit factors indexes.
H0: there is no a significant difference between credit factors indexes.
H1: there is a significant difference between credit factors indexes. The obtained results of analyzing data by Friedman test in Table 6 indicated that as the significance of test, that is, 0.002 is less than -test (0.05), consequently, H0 is rejected and the claim of study is accepted, which means that there is a significant difference between credit factors indexes. Mean rate for each of these indexes indicated based on priority in Table 5 .
Third hypothesis: there is a significant difference between physical necessities factors indexes.
H0: there is no a significant difference between physical necessities factors indexes.
H1: there is a significant difference between physical necessities factors indexe. The obtained results of analyzing data by Friedman test in table 9 indicated that as the significance is rejected and H0 of test, that is, 0.004 is less than test (0.05) so, consequently, the claim of study is accepted,which means that there significant difference between physical necessities factors indexes. Mean rate each of these indexes is indicated based on priority in Table 8 .
Fourth hypothesis: there are significant differences between accountabilityfactors indexes.
H0: there is no a significant difference between accountability factors indexes.
H1: there is a significant difference between accountability factors indexes. The obtained results of analyzing data by Friedman test in Table 12 indicated that as the significance is rejected and H0 of test, that is, 0.002 is less than test (0.05), consequently, the claim of study is accepted, which means that there is a significant difference between accountability factors indexes. Mean rate for each of these indexes is indicated based on priority in Table 11 .
Fifth hypothesis: there are significant differences between trust factors indexes.
H0: there is no a significant difference between trust factors indexes.
H1: there is a significant difference between trust factors indexes. The obtained results of analyzing data by Friedman test in Table 15 indicated that as the significance of test that is, 0.001 is less than -test (0.05), H0 is rejected and the claim of study is accepted, which means that there is a significant difference between trust factors indexes. Mean rate for each of these indexes is indicated based on priority in Table 14 .
Sixth hypothesis: there are significant differences between sympathy factors indexes.
H0: there is no a significant difference between sympathy factors indexes.
H1: there is a significant difference between sympathy factors indexes. The obtained results of analyzing data by Friedman test in table 18 indicated that as the significance of test, that is, 0.003 is less than -test (0.05), H0 is rejected and the claim of study is accepted, which means that there is a significant difference between sympathy factors indexes. Mean rate for each of these indexes is indicated based on priority in Table 17 .
Seventh hypothesis: there are significant differences between losing bank customers factors indexes.
H0: there is no a significant difference between losing bank customers factors indexes.
H1: there is no significant difference between loosing bank customers factors indexes. The obtained results of analyzing data by Friedman test in Table 21 indicated that as the significance of test, that is, 0.015 is less than -test (0.05), H0 is rejected and the claim of study is accepted, which means that there is significant difference between sympathy factors indexes. Mean rate for each of these indexes is indicated based on priority in Table 20 .
According to compiled information and analyzing them, the following comments can be mentioned as the most important:
* The factors of trust, accountability, credit, respectively, have the most importance in order of priority. 
Conclusion
Customers and consumers are always seeking for suppliers who provide them with much better goods or services. Many evidences and documents indicate that in today compete world, exploring the needs and understanding what customers want and satisfying them before the rival does is a basic condition for enterprises to get success. Hence, organizations and enterprises are striving to reach the excellent positions than their rivals through attaining the unique advantages. Among this, financial industry is one of the most competitive industries in our country in which the importance of keeping and making customers and beneficiaries satisfied is the most important subject. On the other hand, it's not so long that the concept of making customers to be loyal has become considerable and popular subject among the marketing experts (Nunes & Dreze, 2006; Uncles, 2006; Rohem, 2006) . One real loyalty or loyal-making program is beyond discount and like it and including any incentive that the program manager provide around lifestyle, purchasing options, incentive programs and … of individuals and their families to obtain their satisfaction along with their shares from their businesses. There are different programs and tools for making satisfaction and increasing customers' loyalty. The tools are as follows: personalizing services, complaints and recommendations system, tracking system of interactions with customers, special services, rewards granting, holding celebrations, granting financial and non-financial scores, triggering call center and possibility of interaction to organization, using the information bank of customers and creating customers club. Important recommendations for marketing  Cut off the marketing costs, which cause the pale presence in market, reduction of market share, income and profit.  Consider marketing expenditure as funding not cost.  Revise your marketing strategy.
 Change marketing strategy for problematic situations.  Keeping the existing customers and emphasis and focus on adding value.  Set and promote programs for loyal customers.  Granting special advantage and bonus to permanent customers, so that they repeat their purchase.  Creating incentive to buy more and continuously, specifically in crisis and inflation circumstances  Providing special, extra and attractive services to the current customer.  Training the staff about the techniques to be accountable to different types of current customers' needs.  Keep in touch with current customers and ask them for introducing new customers.  Prevent the ineffective and useless advertisement and marketing.  Use the interactive communication instruments.  Understand your customers over the time.  Identify your customers' preferences and interests.  Show them that you understand them through replying their needs.  All of marketing affairs should be traceable.
-Identified advertisements -Communication  Make sure in which cases marketing expenditures are.
-Remove them, if they don't make income -Do more and more vast, if they are profitable  Focus on goods and services, which require less budget.  Work with customers who are financially more reliable.  Current customers' acceptance and compliments are very effective (recommendation and acceptance of satisfied customers).  Providing presents and awards is an incentive for customers who recommend you and are reference, is less but effective cost.
